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With the popularity of internet and development of communication technology, 
network literature has gradually become an important part of our life, which is the 
main type of digital reading field. As a consequence, the market continuous expansion 
and downstream industries developed rapidly, and also support the derivative market 
through method of copyright operation. 
However, domestic relevant research mostly focused on literary criticism, profit 
mode and derivative operation method, lacking intensive study about users. Therefore, 
this research will deeply study the relationship between life style, reading motivation 
and purchasing intention of derivatives about network literature users with qualitative 
and quantitative methods, emphatically investigate if life style have influences on 
reading motivation or purchasing intention, and how to influence. Sequentially, the 
research will analyzes how the different life style groups read network literature and 
pay for itself or some derivatives. 
Eventually the scale of life style extracted five factors, the scale of reading 
motivation extracted four factors, and the scale of purchasing intention extracted three 
factors. Multivariate regression analysis results showed that general lifestyle factors 
don’t have direct effect on the factors of reading motivation, but played a key role in 
purchasing intention. 
Through the cluster analysis we divided users into fore subgroups. Different life 
style subgroups have different reading motivation, purchasing intention and reading 
habit. These differences in the subgroups are more in keeping with characteristics of 
themselves`. 
Beneficial to solve problems like to culture copyright consciousness, to meet the 
demand of different network literature users , to exploit derivative market and so on. 
Providing a useful reference for the follow-up study as well. 
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网络文学是 Web2.0 时代的产物，自上世纪 90 年代痞子蔡的《第一次亲密接
触》步入大众视野后，网络文学便以星火燎原之势迅速发展壮大起来。根据 2013
年中国互联网络信息中心（CNNIC）发布的《第 31 次中国互联网络发展状况统
计报告》显示，截止 2012 年 12 月底，网络文学的用户规模已经超过 2.33 亿人，
网民使用率高达 41.4%，增长率为 15.2%。中国网络文学产业已经迈入了高速发
展期，用户付费的商业模式也基本成型。根据 EnfoDesk 易观智库预测，在 2015






































博文和聚石文华三家出版公司，拥有超过 93 万名作者，每天新增内容达 6000 
















2010 年 CNNIC 首次针对中国网络文学发展状况进行的用户调研与分析，指
出网络文学改编影视剧有很大市场空间，表示会观看网络文学改编的电影/电视
剧的用户比例达 79.2%；选择购买网络文学改编的书籍的用户比例为 43.3%；有









































                                                      
① Kotler P 在《Marketing management: analysis，planning，implementation and control》一书中对“消费者行
为”进行了定义． 

















生活形态的概念始于二十世纪六十年代 Alfred Adler 所做的研究（Matzler, 
Pechlaner, Hattenberger & Abfalter, 2004）,而 Lazer1963 年将生活形态导入消费者
研究中①，Arnoud, Price 和 Zinkhan(2003)将生活形态定义为描述一个人如何生活
的状态，Kotler 与 Armsrong(2005)认为这一概念如果被谨慎使用，将帮助营销人
员了解不断变化中的客户价值以及如何影响消费者的购买过程。此外，它还是研













                                                      
① Lazer W．Life Concepts and Marketing．In Stephen Greyserm[J]．Toward Scientific Marketing，1963：
pp140-151． 
② Lee S.H.，Sparks B．Cultural influences on travel lifestyle: A comparison of Korean Australians and Koreans in 



















讨论各种社群与社会阶层的生活模式及其流动性，它 早由 Alfred Adler 上世纪
60 年代做研究时提出。此后，生活形态这个词在 60-70 年代被广泛应用于营销领
域①,并运用其心理影射与多层面等方面的特性，大量用于弥补人口统计变量所得
结果的不足，界定不同消费者的态度与价值观等层面。 














                                                      
①楼永坚在其《消费者行为（第一版）》中采用了这样的说法． 
② Kolter P．Marketing Management：analysis, planning,implementation,and control,9th ed[M]．Upper Saddle 
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